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"The electronic commerce + store" model .In the field of electronic commerce, the full 
integration of network and the line on the entity shop models are emerging, provide sales 
information through the Internet, aggregation of effective purchasing groups, online 
payment, and with various forms of preferential, to suppliers of goods or services under 
the line where consumption. Different from the traditional e-commerce "electronic market 
and logistics distribution mode", and the "electronic commerce + store" model, to enable 
consumers to online ordering convenience benefits, line consumer perfect experience. 
According to the summary of O2O mode system .With the improvement of China's 
national consumption level, the demand of wine is becoming more and more big, the 
traditional wine distributors facing the plight of the high cost, high cost, how to take 
advantage of the Internet, creating a combination of virtual and reality sales model is more 
and more important. Contrast in this paper, using case analysis and literature research, 
analyzed the application value of the O2O mode in the wine industry, analyzing the pros 
and cons of the O2O mode, points out the O2O embodies the characteristics and 
advantages, and to evaluate the whole of the O2O e-commerce mode in the development 
of the status quo, for the domestic wine distribution enterprise how to carry out the O2O 
business activities a series of feasible Suggestions are put forward. 
 Our research shows that: in this paper, from the traditional wine distribution status of 
the enterprise, according to its current plight, analysis the late development should 
combine with the Internet, online and offline resources integration and complementary 
advantages, to create a set of make use of O2O model for wine sales operation system, 
combining the case of the operating companies, solve the problem, put forward the 
proposal of innovation for traditional wine distribution company's future development to 
provide a feasible route 
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合两者优势，网上订购、付费，现场体验，取货，这就是 O2O 模式 直接的优
势所在。 















在本文中将 B2C 商务模式、ITM 商务模式与 O2O 商务模式进行比较，研究
后者是否在前者的基础上得到了提升，什么条件的企业适合 O2O 商务模式，从
而证实 O2O 模式的研究可行性和有效性。 
1.3.4.经验总结法 
由于本人从事葡萄酒分销工作，对此行业有一定的了解。首先是单纯的葡萄





























































2.电子商务和 O2O 模式的概述 

















上线，成为国内第一家垂直 B2B 电子商务商业网站。 
1998年 美商网是 早进入中国B2B电子商务市场的海外网站，首开全球B2B
电子商务先河。同年， 阿里巴巴中国在杭州创建。 























2000 年新年和春节前后，中国 B2C 电子商务迎来了第一个节日网购销售高
峰。 
2003 年 5 月，阿里巴巴推出个人网上交易平台——淘宝网，2004 年，京东
涉足电子商务，腾讯 QQ 也跃跃欲试。 
2007 年马云承诺未来投资 100 亿打造电子商务生态链，为传统企业 B2C 商
业模式的出世埋下伏笔。同年，线下女鞋领导品牌达芙妮率先与淘宝网联手，在















订单量占 25.1%，30-40 岁的中年人群，订单量占 22.5%，从 2010-2012 逐年成
上升趋势。高收入人群网购参与度有所提高：3000 元以上的高收入人群订单量
从 2010 年 27%到 2012 年的 35%。网购市场从“淘便宜”到“淘品质”过渡［2］。 

















务行业研究报告》，其中显示，2010 年上半年，我国网络消费总量达 4735 亿，
2010 年全年增幅 49%，人均月度网络消费额达 206 元，到 2011 年，我国网络购
物市场交易规模达到了 7635 亿元，网络购物支出将突破网络消费总额的一半以
上，其中 B2C 交易规模占比达 12.7%。与此同时，中国网络购物市场用户规模也
将进一步扩大，2011 年，网购人数突破 1.9 亿人，增长率为 2.65%，这一规模的
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